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他们所做的一种 有代表性的尝试。但由于 H 公司没有国内市场的品牌运作的经验和企
业自身实力等原因，因此在尝试中遭遇了许多失败和挫折。本研究的目的就是为 H 公司





























This Article studies the brand building of H Bags Goods Ltd. H Bags Goods Ltd. is an 
Export oriented manufacturer, So it’s not only a good reference for the enterprises which are 
going to change their business areas, but also provide good guidance for other small and 
medium-sized private enterprises. For the big enterprises, their management level is higher 
and their power is larger relative to the small and medium-sized private enterprises, so they 
gain more advantages to build their own brand. Though the private enterprises of Quanzhou 
grow fast, most of them are still under their growing period, their sizes are relatively small 
and not strong enough. So, they should analysis their disadvantages and try to improve 
themselves firstly. As one of small and medium-sized private enterprises, H Bags Goods Ltd. 
should do this job too. Until then, H Bags Goods Ltd. can begin their brand-building process. 
Based on this consecution, this article is written. 
This article includes 5 chapters, the main contents as following: 
Chapter one: Summarization of Brand equity theories. It describes the main theories on 
Brand Equity and the building of Brand Equity.  
Chapter two: The introduction to Chinese Bags industries and H Bags Goods Ltd. It 
briefly introduces the Chinese Bags industries and H Bags Goods Ltd firstly, then analyses the 
internal and external environment of H Bags Goods.  
Chapter three: The blueprint of the brand building of H. 
Chapter four: The Brand Building of H Bags Goods. It’s mainly about how to improve 
H ,the design of brand recognition system, the broadcast of the brand and the communication 
with customers.  
Chapter five: The maintenance and management of the brand. It discussed how to 
manage and maintain the brand from brand loyalty, brand name awareness，Perceived quality， 
Brand association to other proprietary brand assets.  
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